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2015 年末，着力培育 2 个年产量在 500 万，3 个年产量在 300 万，5 个年产量
在 200 万以上的知名品牌”和“12 个年销售收入超过 400 亿元的品牌，其中 6












































In order to speed up the pace of Chinese tobacco enterprises’ marketization, cultivate 
famous Chinese-style cigarette brands, optimize the allocation of industry resources, 
and increase the international competitiveness, China tobacco industry started a 
wave of cigarette brands integration in 2010. According to the strategy of State 
Tobacco Monopoly Administration, China tobacco industry aims to spend 5 years, 
i.e., until the end of 2015, “fostering 2 cigarette brands with the production of more 
than 250 billion sticks per year ,3 brands more than 150 billion sticks per year, and 5 
brands more than 100 billion sticks per year” and “fostering 12 brands with 40 
billion RMB annual sales, among which 6 brands over 60 billion RMB and 1 brand 
over 100 billion RMB (hereinafter referred to as the “532 and 461” brand strategy). 
Gradually, China tobacco industry will form the new pattern of well-known Chinese 
brands dominated by the “532” and “461” brands and cultivate sets of well-known 
Chinese-style cigarette brands which are characterized by market influence, high 
value, good quality, distinct style, out-standing core technology, abundant culture 
connotation, and consumer demands fulfillment. It is expected that the next 5 years 
will be a dashing and enterprising period for China tobacco industrial enterprises. 
Facing the intense merge and integration in the international tobacco industry，how 
to strengthen the brand cultivation and how to promote the brand value to enhance 
the competitiveness have become urgent tasks for the tobacco industrial enterprises 
under the guidance of “big market, large enterprise, and great brand” strategy． 
Based on the analysis of the internal and external marketing environment for China 
Tobacco Fujian Industrial Co., Ltd. and the review of the marketing performance of 
"the Tong series" during more than one year, the advantages and deficiencies of the 
current marketing strategy were evaluated and the marketing strategy suitable for 
"the Tong series" were established using theoretical analysis and strategic tools so as 















Industrial Co., Ltd. and the other tobacco industrial enterprises in marketing for the 
high-quality product.  
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作为世界上 大的烟草消费国，我国几乎拥有将近 4 亿的卷烟消费者，占
全球烟民总数的 25%，我国的烟草总产量占全球总量的 35%，可以说，我国拥
有世界 大的卷烟生产消费市场。烟草行业也是我国国家财政税收的重要来源。
据统计，2011 年烟草行业实现税利 7529.56 亿元，同比增加 1382.89 亿元，增
长 22.5%，其中实现税金 5352.74 亿元，同比增长 22.27%，实现利润 2176.81
















是到 2015 年末，着力培育 2 个年产量在 500 万，3 个年产量在 300 万，5 个年
产量在 200 万以上的知名品牌”和“12 个年销售收入超过 400 亿元的品牌，其






































销量要达到 250 万箱，批发销售收入超过 600 亿元，实现企业税利超过 300 亿
元。2012 年要实现以下阶段目标：产销量 215 万箱，其中“七匹狼”销售接近















Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
